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Abstract 
Emerging market importers are increasingly engaging in relationships with foreign suppliers. 
Nevertheless, characteristics of the institutional and cultural environment of countries may affect 
relationship behavior. Furthermore, research on relationship marketing primarily focuses on the 
marketing activities of exporters from developed countries and much less attention is paid to the 
import side of the exchange process. Thus, the objective of this study is to empirically examine 
importer relationship performance in a Latin American context. This article proposes and tests a 
conceptual model that includes the antecedents and outcomes of trust and commitment with a survey 
of Chilean importers. The model uses confirmatory factor analysis (CFA) to develop the construct 
measures and structural equation modeling (SEM) to test the model. The findings of this study 
contribute to a better understanding of the driving forces of trust and commitment and their influence 
on importing firms’ performance in an emerging market context. 
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Antecedents of Importer Relationship Performance in Latin America 
1. Introduction 
Firms from emerging markets are increasing their efforts to integrate into the global economy by 
engaging in relationships with foreign distributors and suppliers (e.g., Khanna and Palepu 1997; 
2000). Nevertheless, international relationships involve unique risks and costs due to the potential 
problems of co-operating with a partner from a different country (Lee and Jang 1998).  
Scholars produce a vast amount of research on the relationship marketing paradigm within 
business-to-business relationship situations (Ambler and Styles 2000; Zabkar and Brencic 2004; Voss, 
Johnson, Cullen, Sakano, and Hideyuki 2006; Berthon, Pitt, Cyr, and Campbell 2008). A common 
finding from these studies is that trust and commitment are key variables for positive relationship 
outcomes such as relationship quality, satisfaction, and performance (Skarmeas, Katsikeas, and 
Schlegelmilch 2002; Lohtia, Bello, Yamada, and Gilliland 2005; Nevins and Money 2008; Skarmeas 
and Robson 2008; Styles, Patterson, and Ahmed 2008). Furthermore, trust and commitment bind 
exchange partners to a relationship and encourage them to resist attractive short-term alternatives for 
the expected long-term benefits of staying with the relationship partner (Cullen, Johnson, and Sakano 
2000).  
International relationship marketing research focuses predominantly on the export marketing 
activities of firms (Balabanis, Theodosiou, and Katsikea 2004; Wasti and Wasti 2008). Far less 
attention has been paid to the import side of the exchange process (Katsikeas and Dalgic 1995; 
Katsikeas 1998). Importers are the counterparts of exporters and have a strong influence on the  
marketing mix activities of the exporter because they are closer to the final consumer (Leonidou 
1989). In addition, importers may behave differently in the international marketplace due to their 
different role in the buyer-seller process (Lye and Hamilton 2001; Luo 1997; Overby and Servais 
2005; Park and Ungson 1997). Furthermore, importer relationship research derives almost exclusively 
from research conducted in developed countries (Lye and Hamilton 2001; Skarmeas and Katsikeas 
2001; Skarmeas et al. 2002). Only a few relationship studies consider emerging countries and they 
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mainly focus on the exporter’s perspective (Katsikeas and Piercy 1991; Llanes and Melgar 1993; 
Wasti and Wasti 2008).  
The literature suggests that dissimilar institutional and cultural environments may affect 
relationship behavior (Dyer and Chu 2000; Kim and Oh 2002; Luo 2002; Rosenbloom and Larsen 
2003).  Emerging markets differ from their developed counterparts because of lower per capita 
income, economic and political instability, and weak infrastructure (Khanna and Palepu 1997). Given 
these environmental differences, generalizing prior research to emerging countries may not be 
appropriate because importer relational behavior can differ from importer behavior in developed 
country markets (Toyne 1989).  
This study attempts to contribute to the current knowledge on relationship marketing in two 
ways. First, drawing on the literature of transaction-cost economics (TCE) (Williamson 1985) and 
internationalization process (IP) theory (Johanson and Vahlne 1977), a conceptual model with 
antecedents of importer relationship performance is developed. This article proposes that cultural 
similarity and communication between an importer and a foreign suppler, as well as supplier 
opportunism and environmental volatility, influence importer trust and commitment to a foreign 
supplier. In addition, importer trust and commitment positively influence importer relationship 
performance. Second, this article tests a model using data collected from a survey of Chilean 
importers. The authors employ confirmatory factor analysis (CFA) to develop the construct measures 
and structural equation modeling (SEM) to test the proposed model. The findings of this study 
contributes to a better understanding of the driving forces of trust and commitment and their influence 
on importer performance in a Latin American emerging country context. This article also supports the 
growing importance of emerging market research (Hoskisson, Eden, Lau, and Wright 2000; Burgess 
and Steenkamp 2006).   
2. Literature Review 
Previous research recognizes relationship marketing as an effective strategy for managing 
exchange relationships (Achrol 1991). Relationship marketing refers to all the marketing activities 
directed toward establishing, developing, and maintaining successful relational exchanges (Morgan 
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and Hunt 1994). Specifically, commitment and trust are key variables for successful relationship 
outcomes such as relationship quality, satisfaction, and performance (Ambler and Styles 2000; Zabkar 
and Brencic 2004; Voss et al. 2006; Berthon et al. 2008). Both commitment and trust preserve 
relationships by encouraging exchange partners to resist opportunism and attractive short-term 
alternatives in order to receive the expected long-term benefits of staying with the relationship partner 
(Joshi and Arnold 1997). In an international context, trust and commitment help mitigate the 
complexity of higher uncertainty and the larger barriers that typically affect the long-term success of 
import/export relationships (Cullen et al. 2000). Furthermore, engaging in close relationships with 
foreign suppliers is an important source of competitive advantage for importers (Samiee and Walters 
2003; Sharma, Young,  and Wilkinson 2006).  
Research on relationship behavior examines import stimuli, problems, and motivation, as well as 
the antecedents and outcomes of importer-exporter relationships (Liang and Parkhe 1997; Kim 2001; 
Hewett, Money, and Sharma 2006). Recent studies also examine importer effectiveness (Nevins and 
Money 2008) and importer relationship quality (Skarmeas and Robson 2008). The literature identifies 
several antecedents of trust and commitment, including cultural similarity (Amelung 1994), 
opportunism (Morgan and Hunt 1994), communication (e.g., Mohr and Nevin 1990; Anderson and 
Weitz 1992; Mohr, Fisher, and Nevin 1996; Zineldin and Jonsson 2000), and environmental volatility 
(Kim and Oh 2002; Skarmeas et al. 2002). Moreover, researchers explore relationship trust and 
commitment predominantly in developed country contexts (Geyskens, Steenkamp, Scheer, and Kumar 
1996; Skarmeas et al. 2002).  
Economic resources, along with social and cultural factors, largely determine how to best 
maintain trusting and committed relationships (Toyne 1989). Thus, an importer’s commitment to a 
foreign supplier may be the result of conformity to social rules rather than a relationship marketing 
strategy. For example, Kim and Oh (2002) suggest that institutional factors influence distributor (i.e., 
foreign importer) commitment because of their embeddedness in a larger social context. Similarly, 
Sharma et al. (2006) find that in some cultures, group affiliation is more important than individual 
preference; thus, relationship commitment dimensions may vary according to the cultural context. 
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Thus, gaining an understanding of emerging country importer relational behavior is necessary because 
behavior may differ from developed countries due to differences in the institutional environment.  
Emerging markets are low income, rapid growth countries using economic liberalization as their 
primary engine of growth (Hoskisson et al. 2000). Emerging market contexts encounter institutional 
turbulence and lower levels of economic development. Firms from emerging do not have high levels 
of innovative technology, superior human capital, or world-recognized brands, and typically 
experience shortages of financial capital, which attenuates the implementation of marketing strategies 
(Arnold and Quelch 1998; Wright, Filatotchev, Hoskisson, and Peng 2005). A recent body of research 
in the marketing and international business literature explores the strategies and competencies needed 
to enter and operate in emerging markets (Hoskisson et al. 2000; Walters and Samiee 2003; Eckhardt 
2005; Fahy, Hooley, Cox, Beracs, Fonfara, and Snoj 2005; Yiu, Bruton, and Lu 2005; Khanna and 
Palepu 2006; Yaprak, Karademir, and Osborn 2006; Zhang, Zhang, and Liu 2007). These studies 
suggest that due to the different resource endowments and cultures of emerging markets, international 
strategies developed by local firms may have distinct characteristics compared to those of developed 
country organizations (Wan and Hoskisson 2003).  
This article draws on relationship marketing theory (Morgan and Hunt 1994), TCE (Williamson 
1985), and IP theory (Johanson and Vahlne 1977). TCE focuses on human and environmental factors 
that affect firms’ transaction costs and ultimately the relationship between the transacting parties 
(Williamson, 1985). Internationalization process (IP) theory suggests that the gradual acquisition, 
integration, and use of knowledge about foreign markets is essential for increasing commitment to 
foreign markets (Johanson and Vahlne 1977; 1990). Given these theoretical approaches, the literature 
on distributor-supplier relationships (Sharma et al. 2006) and exporter-importer relationships 
(Skarmeas and Robson 2008) provide the background for investigating the antecedents and outcomes 
of importer trust and commitment in an emerging market context. Figure 1 presents the conceptual 
model and the next section discusses the hypotheses.  
Figure 1 here. 
3. Research Hypotheses 
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3.1 Importer Relationship Trust and Relationship Performance  
Trust is one of the central constructs in relationship marketing theory (Morgan and Hunt 1994). 
Ganesan (1994) characterizes trust by credibility and benevolence. Trust exists when one party has 
confidence in the reliability and integrity of their exchange partner (Morgan and Hunt 1994). 
Relationships characterized by trust show greater adaptability in responding to unforeseen 
circumstances (Williamson 1985). Trust receives a great deal of attention in the literature on buyer-
seller relationships (Suseno and Ratten 2007), relationship marketing (Morgan and Hunt 1994), 
strategic alliances (Cullen et al. 2000; Voss et al. 2006), business-to business relationships (Zabkar 
and Brencic 2004), and importer-exporter relationships (Zaheer and Zaheer 2006; Katsikeas, 
Skarmeas, and Bello 2009). However, less attention is paid to trust from the importer’s perspective 
and in an emerging market context.   
Previous research posits that trust improves the likelihood that buyer firms will continue doing 
business with the supplier in the future (Ganesan 1994; Doney and Cannon 1997). Trust also has a 
positive effect on mutual satisfaction (Smith and Barclay 1997). For example, some studies find that 
the outcome of trust is relationship effectiveness (Moore 1998). Other studies find that trust influences 
the intention to stay in a relationship (Ruyter, Moorman, and Lemmink 2001) and leads to better 
satisfaction and financial performance (Siguaw, Simpson, and Baker 1998). Perceptions of trust and 
its consequences may vary across countries (Zaheer and Zaheer 2006; Bstieler and Hemmert 2008), 
however the literature suggests that trust should have a positive impact on importer relationship 
performance with a foreign supplier; therefore, the authors propose the following hypothesis: 
Hypothesis 1: Chilean importer trust to a foreign supplier positively influences importer 
relationship performance. 
3.2 Importer Relationship Commitment and Relationship Performance  
Commitment is an essential part of successful long-term relationships (Gundlach, Achrol, and 
Mentzer 1995) and is a key construct of relationship marketing (Morgan and Hunt 1994). 
Commitment is an enduring desire to maintain a valued relationship (Moorman, Zaltman, and 
Deshpande 1992), and a willingness to make short-term sacrifices to realize longer-term benefits 
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(Dwyer, Schurr, and Oh 1987). Commitment is “central to relational performance because without 
such commitment, trading partners will unlikely be able to work closely and cooperatively” (Sharma 
et al. 2006 p. 64). Congruently, Bucklin and Sengupta (1993) report that commitment affects the 
perceived effectiveness of a relationship and Skarmeas et al. (2002) find that importer commitment 
has a positive impact on relationship performance. Although these studies suggest that commitment 
will have a positive effect on importer relationship performance, this assertion needs testing in an 
emerging country importer setting. Thus, the authors propose the following hypothesis:  
Hypothesis 2: Chilean importer commitment to a foreign supplier positively influences importer 
relationship performance  
3.3 Supplier Opportunistic Behavior and Importer Relationship Commitment and Trust  
Self-interest-seeking with guile defines opportunism (Williamson 1985). Opportunism leads to 
acts such as withholding or distorting critical information, failing to fulfill promises or obligations, 
and lying or cheating (Williamson 1985; Wathne and Heide 2000). Opportunism generates 
universally-experienced feelings of resentment and frustration in the other party. Jap (1999) defines 
trust as the ability to rely on an exchange partner to meet promises and expectations. If these 
expectations are not met due to opportunism then trust will be diminished. Although one study reports 
a non-significant effect of opportunism on trust (Moore 1998), most of the extant literature finds that 
opportunism negatively affects trust (e.g., Morgan and Hunt 1994). These findings suggest that the 
impact of the opportunistic inclination of suppliers on importer trust in an emerging market context 
should also be negative. Thus, the authors propose the following hypothesis: 
Hypothesis 3: Foreign supplier opportunism negatively influences Chilean importer trust.  
The development of relationship commitment involves incremental stages in which 
partners must provide signals of goodwill and act in good faith (Dwyer et al. 1987). However, 
supplier opportunism provokes suspicious behavior and animosity, and may incite resentment 
for the importing firm. Thus, drawing on TCE, foreign suppliers’ opportunistic behavior may 
negatively affect importer commitment because opportunism exposes the importer to greater 
risks and increases the cost of the transaction, requiring extensive written contracts and 
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monitoring to control guileful behavior (Williamson 1985). Previous studies have highlighted 
the negative effect of opportunism on commitment (e.g., Joshi and Arnold 1997; Skarmeas et al. 
2002), and on importer’s future purchase intention with that supplier (e.g., Skarmeas 2006). 
Consequently, the opportunistic inclination of suppliers may negatively affect importer 
commitment in an emerging country context. Thus, the authors propose the following 
hypothesis: 
Hypothesis 4: Foreign supplier’s opportunism negatively influences Chilean importer 
commitment.  
3.4 Cultural Similarity and Importer Relationship Commitment and Trust  
Cultural similarity refers to the degree to which an importer and a foreign supplier share a 
similar culture in terms of style, greetings, business practices, formalities in negotiation, business 
ethics and terms of agreement. According to the internationalization literature, firms perform better in 
foreign markets that are culturally similar to their home market due to similarities in language, 
business practices, and cultural environments (Johanson and Vahlne 1977; Conway and Swift 2000; 
Hewett et al. 2006). Additionally, international buyers and sellers are more likely to prefer a 
culturally-similar market to engage in long-term relationships (Kanter and Corn 1994). Thus, the 
authors state the following hypothesis: 
Hypothesis 5: Importer and foreign supplier cultural similarity positively influences Chilean 
importer trust.   
Drawing on TCE, Amelung (1994) argues that cultural similarity between parties lowers 
transaction costs and provides an incentive to build trustworthy relationships. Although this literature 
suggests that importers are more likely to appear trustworthy to suppliers in culturally similar markets, 
this statement needs testing in an alternative research context. Based on these arguments, the authors 
propose the following hypothesis: 
Hypothesis 6: Importer and foreign supplier cultural similarity positively influences Chilean 
importer commitment. 
3.5 Environmental Volatility and Importer Relationship Commitment and Trust  
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Under conditions of uncertainty within inter-organizational buyer-seller relationships, the parties 
to a contract usually try to accurately pinpoint the degree to which they will rely on formal and 
relational mechanisms because such satiation may affect the contractual agreement and may engender 
maladaption (Carson, Madhok, and Wu 2006). Volatility refers to “the rate and unpredictability of 
change in an environment over time, which create uncertainty about future conditions” (Carson et al. 
2006, p.1059). Accordingly, environmental volatility refers to the unpredictability of future 
contingencies and changes of events surrounding a transaction (Leblebici and Salancik 1981; Klein, 
Frazier, and Roth 1990; Ganesan 1994). Environmental volatility may increase the opportunity for 
transacting parties to evade obligation or otherwise reduces trust in the relationship. While no specific 
empirical evidence exists of the effect of environmental volatility on buyer/importer trust, one study 
reveals that volatility and ambiguity is problematic for both formal and relational contracting, which 
may in turn affect each party’s trust in the relationship (Carson et al. 2006). Thus, the authors propose 
the following hypothesis: 
Hypothesis 7: Environmental volatility negatively influences Chilean importer trust.   
Further, previous studies report that environmental volatility has a negative effect on 
relationship quality (Kumar, Scheer, and Steenkamp 1995), because “parties want to remain flexible 
in such uncertain environments, and consequently they show lower commitment to the relationship” 
(Kumar et al. 1995, p.57). Environmental volatility also creates problems when writing contracts and 
in maintaining commitment to a partner (Klein et al. 1990). From a transaction cost perspective, 
environmental volatility increases uncertainty, which ultimately affects parties’ relationships 
(Williamson 1985). These studies suggest that environmental uncertainty is likely to reduce 
commitment in the relationship. Similarly, Skarmeas et al. (2002) found no significant direct impact 
of environmental volatility on importer commitment. Consequently, the authors test the following 
hypotheses: 
Hypothesis 8: Environmental volatility negatively influences Chilean importer commitment.   
3.6 Communication and Importer Relationship Commitment 
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Communication is the extent to which the partners of the exchange relationship engage in the 
unrestricted sharing of information in order to overcome obstacles and achieve goal success 
(Anderson and Weitz 1992; Selnes 1998). Communication plays an essential role in developing buyer-
seller relationships. In a review of studies that examine communication as an exogenous variable of 
commitment in different research settings, all but one study report that communication builds 
commitment in the buyer-seller or distributor-supplier relationship (Saleh and Ali 2009). These 
studies took place in developed countries, therefore this association needs further validation in a 
different international developing country context. Thus, the authors propose the following 
hypothesis:  
Hypothesis 9: Chilean importer-foreign supplier communication positively influences Chilean 
importer commitment.   
4. Research Design and Methodology 
The authors use a sample of importers from Chile to test the proposed hypotheses. The sample 
frame derives from the directory of the Chilean Import-Export Bureau (ProChile) 
(http://www.prochile.cl/servicios/directorio/resultado_ucrm.php). This directory compiles a list of 
5,123 industrial and commercial importers and their detailed contact information. The sample frame 
includes firms listed up to June 2007. Initially, the researchers randomly contacted 2000 importing 
firms through email to solicit their participation in the survey and to identify the key informants. 
Through this process, 1000 firms agreed to participate in the survey, and participants received a pre-
tested Chilean version of the questionnaire.   
A two-stage mail out with follow-up telephone calls and e-mails yielded a total of 215 
responses, which represents a response rate of 21.5%. The research team eliminated seven cases with 
extensive missing data and four extreme outlier cases, therefore a final sample of 204 responses tests 
the proposed structural model. In these cases, a total of 61% of the informants were either owners, 
CEOs, Directors, or General Managers who had an average of more than 17 years experience in the 
profession, as well as a high level of involvement in decision-making processes.  
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The survey questionnaire uses extant measures from the literature. A panel of experts reviewed 
the original English version of the questionnaire before pre-testing it. The questionnaire is translated 
into Spanish, the main native language in Chile, to improve its psychometric properties and to 
facilitate a faster response (Brislin 1970). A qualified bilingual business academic translated the 
questionnaire directly from the original English language version. Next, a panel of Chilean academics 
working in Australia reviews the translated Spanish language version of the questionnaire and a small 
number of Chilean importers pre-test the questionnaire to refine the wording, readability, and clarity 
of the measures before conducting the final survey. The authors use semantic differential scales and 
seven-point Likert-type scales to reduce the common method bias (Podsakoff, MacKenzie, Lee, and 
Podsakoff 2003). The unit of analysis is the relationship between Chilean importers and their foreign 
suppliers. The authors assess the importer’s perception of their major supplier relationship. 
Extant measures from different distributor/supplier and importer/exporter literatures are adapted 
and/or adopted in the development of the constructs. The only exception is the cultural similarity 
construct, which is different to Hofstede’s (1980) cultural index, and newly developed for this study. 
Table 1 illustrates the sources of the construct measures and their operational indicators 
Table 1 here. 
The measures of each construct use item-to-total correlations, standardized Cronbach Alpha, 
exploratory factor analysis (EFA) (all in SPSS), single measurement models, and CFA (using AMOS 
16) for purification. Based on the analyses and suggested modifications, six measurement indicators 
from the five constructs were dropped.  The authors tested the proposed model using refined measures 
and common SEM procedures (Anderson and Gerbing 1991). Table 2 shows the correlations, means 
and standard deviations for the construct measures.  
The result of the CFA indicate a reasonable model fit (χ2 = 762.47; df, 384, χ2/df=1.99, 
RMSEA=.07, IFI = .91, TLI = .90, and CFI =.91). Table 2 displays the detailed CFA results with 
standardized loading scores for each construct measure.   
Table 2 here. 
4.1 Reliability and Validity  
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This study tests the reliability and validity of the construct measures with alpha reliability, AVE, 
correlations, and CFA. As presented in Table 1 and 2, the analyses reveal that none of the construct 
correlations (the highest score is .74) exceed the lowest alpha reliability score of .75, confirming the 
discriminant validity of the constructs (Gaski 1984). Conversely, the CFA results in Table 2 show that 
all items are significantly associated with their hypothesized factors, as evidence of convergent 
validity. The authors conducted a series of χ2 difference tests for each pair of constructs, using 
constrained (1df) and unconstrained models (Atuahene-Gima 2005). In all tests the unconstrained 
model has a better fit than the constrained model, supporting the convergent and discriminant validity 
of the measures used in this study. To check and reduce common method variance, the questionnaire 
initially mixed positive and negatively worded items. Recoded questionnaire items make all the 
constructs symmetric and this procedure satisfies the statistical contention of common method bias 
variance. Applying Podsakoff and Organ’s (1986) factor analysis procedure to all constructs results in 
that no single or general factor accounts for most of the variance in the independent and dependent 
variables. Thus, no common method bias variance issues are identified.  
5. Analysis and Findings 
For this study, the authors used SEM in AMOS 16 to test the proposed model and its 
hypothesized paths. The SEM analysis shows good model fit (χ2/df=2.01, IFI=.91, TLI=.90, CFI=.91 
and RMSEA=.071). The variables in the model explained 65%, 47% and 76% of the variances in 
trust, importer commitment and importer performance respectively. Further, hypotheses testing 
(illustrated in Table 3) shows that eight of nine hypotheses are supported. However, a bootstrap 
approximation process suggests that the interaction (i.e., mediating) effects of the variables are 
significant. These results specifically indicate that the indirect effects of cultural similarity, 
environmental volatility, supplier opportunism, and communication on importer performance are 
significant at .001 level.  
Table 3 here. 
The results of Hypotheses 1 and 2 indicate that importer trust (β=.46, p<.001) and commitment 
(β=.91, p<.001) relate significantly and positively to importer performance. Therefore, the findings 
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support Hypothesis 1 and Hypothesis 2. The perceived effects of foreign supplier opportunism on 
importer trust and commitment is significantly negative (β=-.35, p<.001, and β=-.11, p<.05); hence, 
Hypothesis 3 and Hypothesis 4 are supported. Regarding Hypothesis 5 and 6, the results suggest that 
the cultural similarity between the importer and foreign supplier is a significant, positive factor for 
importer trust (β=-.34, p<.001) and commitment (β=-.13, p<.10); thus, the findings support 
Hypothesis 5 and Hypotheses 6. The results of Hypothesis 7 and 8 suggest that environmental 
volatility does not relate to importer trust (β=-.07, p<.29) but has a significant negative relationship 
with importer commitment (β=-.20, p<.01). Therefore, the findings do not support Hypothesis 7, but 
support Hypothesis 8. Hypotheses 9 suggests that communication relates significantly and positively 
to importer commitment (β=.21, p<.001). Thus, the findings support Hypothesis 9. 
6. Discussion and Conclusions 
6.1 Discussion of Findings 
Most international buyer-seller research focuses on the exporter perspective within relationship 
marketing activities (Balabanis et al. 2004). Less consideration has been given to the importer 
perspective of the exchange process (Wasti and Wasti 2008). Importers complement exporters in a 
foreign exchange relationship and thus their perspective is as important as that of exporters in 
understanding relational behavior in the international marketplace. However, their relationship 
behavior may differ from exporters because of their different role in the buyer-seller process (Lye and 
Hamilton 2001; Overby and Servais 2005). Moreover, the development of relationship marketing 
theory draws almost exclusively from research conducted in developed countries, but several authors  
acknowledge differences in relationship behavior among countries and cultures (Dyer and Chu 2003; 
Huff and Kelley 2003; Bstieler and Hemmert 2008). Thus, this study assesses importer relational 
behavior from an emerging country context in order to contribute to a better understanding of 
international relationships. 
Consistent with previous studies conducted in developed markets, the results of this study 
highlight the importance of relational behavior for improving international performance and clearly 
suggest that trust and commitment are essential to importer relational performance in the emerging-
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market Chilean context. These results support Sharma et al.’s (2006) work on the positive effect of 
importer commitment on importer relationship performance and reinforce the proposal that 
commitment is fundamental to enhanced relationship performance between partners from developed  
(Skarmeas et al. 2002) or emerging countries. These results are also consistent with Money and 
colleagues (1998), who report that industrial buyers in Latin America are more likely than United 
States buyers to continue purchasing from sellers when they perceive that the relationship with those 
suppliers is strong. Some authors argue that perceptions and consequences of trust may vary across 
countries (Zaheer and Zaheer 2006). However, the results show that for Chilean importers, trust 
improves importer relationship performance in the same way as developed country firms. This finding 
is also consistent with previous studies that associate trust with positive relationship outcomes (Moore 
1998; Siguaw et al. 1998; Ruyter et al. 2001). 
In terms of the antecedents of trust and commitment in the Chilean context, the SEM results 
show that cultural similarity has a significant and positive correlation with importer trust and 
commitment. Chilean importers are more likely to prefer suppliers from culturally-similar markets for 
developing long-term relationships (Hewett et al. 2006). This result may be due to their collectivistic 
orientation and risk-averse cultural trait (Hofstede 1980). These findings are consistent with 
theoretical arguments (Johanson and Vahlne 1977) and with prior cultural studies (Conway and Swift, 
2000).  
When considering the effect of supplier opportunism on importer trust and commitment, the 
findings highlight a negative relationship that is consistent with previous studies conducted in 
developed country contexts (e.g., Morgan and Hunt 1994). Chilean importers’ perceptions of foreign 
supplier opportunism will hinder international relationship performance. These results suggest that the 
perceptions of importing managers from developing or emerging countries are similar in terms of the 
negative effect of opportunistic behavior on trustworthy long-term relationships. 
The results also show that environmental volatility has a negative effect on Chilean importer 
relationship commitment to a foreign supplier, but has no significant effect on importers’ trust in the 
foreign supplier. The drivers that impact relationship trust relate more closely to foreign suppliers’ 
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characteristics than environmental characteristics. However, environmental volatility can hinder an 
importer’s commitment to working with a particular supplier in order to remain flexible due to the 
uncertainty and unpredictability of events surrounding a transaction (Klein et al. 1990; Ganesan 
1994). In the Chilean context, this result challenges Skarmeas et al.’s  (2002) finding that 
environmental volatility does not significantly or directly impact importer commitment, but is 
consistent with other previous research that suggests that both environmental volatility has a positive 
effect on relationship quality (e.g., Kumar et al. 1995). 
Finally, when considering the effect of communication on importer relationship commitment, 
the SEM results show that communication between partners positively relates with importer 
commitment. This finding implies that more sharing of information and improved communication 
between Chilean importers and their foreign suppliers will likely lead to an increased importer 
commitment to the supplier. This result is consistent with previous studies that report a similar 
positive relationship (e.g., Mohr, Fisher, and Nevin 1996; Zineldin and Jonsson 2000). 
6.2. Theoretical Implications 
The findings of this study contribute to the literature by expanding the extant literature on 
importer relationship performance by assessing the drivers and outcomes of relationship trust and 
commitment in an emerging Latin American context. These results are important because they 
empirically test theories predominately developed in first world countries, in the context of a vigorous 
emerging Latin American marketplace which increasingly attracts foreign suppliers.   
Previous research identifies that trust and commitment between partners play a fundamental role 
in buyer-seller relationship success (Gundlach et al. 1995; Smith and Barclay 1997). Accordingly, this 
study attempts to add to extant knowledge by examining a new research context to validate the effects 
of the four antecedents of importer trust and commitment in enhancing relationship performance. In 
particular, this research extends the line of inquiry on importer relationship performance by testing a 
conceptual model in a different research context (Skarmeas et al. 2002). The study also contributes to 
developing and validating existing measures and providing new measures for the present research 
context. 
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Finally, this study contributes to research regarding theoretical approaches to entering and 
operating in emerging markets (Hoskisson et al. 2000; Fahy et al. 2005; Yiu et al. 2005; Khanna and 
Palepu 2006; Yaprak et al. 2006; Zhang et al. 2007) by suggesting that local firms from emerging 
markets may have different characteristics to developed country firms due to differences in culture 
and resources (e.g., Wan and Hoskisson 2003). Although the results of this study do not support this 
contention and instead suggest that emerging country importer relational behavior is similar to that of 
developed market firms, the findings are consistent with studies that report that firms from emerging 
markets draw on the international experience of their foreign networks to build the capabilities and 
resources to operate internationally (Kim and Oh 2002).  
6.3. Managerial Implications 
This research provides guidance for both importing and exporting firms in their quest to build 
successful business relationships. Specifically, importer firms must recognize that they play a 
significant role in the international exchange process and that understanding their relationship 
performance outcomes with a foreign supplier is imperative. This study shows that relational variables 
do matter for international exchanges and exposes a number of relevant factors required when 
attempting to enhance relationship performance among international partners. Practitioners can use the 
findings of this study to formulate relationship strategies with foreign suppliers. 
The findings imply that import managers should build committed and trustworthy relationships 
with foreign suppliers in order to improve relationship performance. Importer trust and commitment to 
a foreign supplier is stronger when dealing with a foreign supplier from a culturally-similar country 
and when the importer does not perceive any opportunistic proclivity from the supplier. The 
perceptions of Chilean importing firm managers suggest that cultural similarity is highly desirable 
when building a trustworthy relationship. However, under conditions of environmental volatility, 
importer commitment may decrease due to the uncertainty of events. High levels of communication 
among partners can also help improve importer commitment to the relationship.  
This study is also valuable for exporters, who are the counterpart of importers in the exchange 
process. Export firms can encourage the development of more trusting and committed relationships 
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with importers by improving communication and information sharing, and avoiding the temptation of 
opportunistic behavior to increase the likelihood of improved performance outcomes. Especially 
trustworthy relationships will help foreign suppliers to do business in uncertain environments, which 
are common in Latin American markets.       
6.4. Limitations and Future Research 
Several limitations might have affected the generalizability of the results of this study. First, this 
empirical investigation considers the perspective of the importer; thus, the analysis didn’t include the 
exporter’s perspective, which may limit the holistic view of the dyadic relationship. Second, the 
findings contemplate managers ‘self-reported perceptions of trust, commitment, and relationship 
performance at a single point in time, rather than a longitudinal assessment. Thus, the study does not 
reflect any shifting situational and relationship phenomena that may occur between importers and 
suppliers over time. Although the response rate of participants was not very high (21.5%), this rate is 
similar to response rates reported by other import/export performance studies using electronic-based 
questionnaires (e.g., Diamantopoulos and Kakkos 2007). 
The findings of this study show that cultural similarity between importer and supplier is highly 
correlated with importer performance. However, the authors did not theorize this effect and 
consequently did not test the relationship in this empirical setting. Future research in the same context 
should explore this direction. Overall, validating the findings of this study in other emerging Latin 
American country contexts can strengthen the findings.   
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Figure 1: Proposed Conceptual Model 
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Table 1: Construct Measures and CFA Results  
Constructs Measure *Std 
Estimate 
t-Value 
 Sources Indicators   
Communication 
(α = .89, AVE=.87) 
 
Adapted measure from Coote et  
al.’s (2003) and Selnes’s (1998)  
studies 
Communicating business changes  .77 12.06** 
Communicating business benefit for both  .84 13.41** 
Communicating events and changes in the market .85 15.40** 
Communicating new possibilities   .80 13.40** 
Communicating problem a  - - 
Supplier opportunism 
(α = .84, AVE=.83) 
Adapted measure from Skarmeas et 
 al.’s (2002) study 
Exaggerating needs .63 9.51** 
Breaches formal or informal agreements .85 13.78** 
Trend of altering facts a - - 
Trend of bargaining .69 10.66** 
Trend of benefitting from other party’s loss .86 14.65** 
Environmental Volat  
(α =  .75, AVE=.76) 
Measure adapted from Celly and 
Frazier’s (1996) 
Predictability of product’s market environment  .56 7.29** 
Predictability of market share of product a - - 
Possibility of monitoring market trend  .61 8.24** 
Possibility of sales forecasts  .72 9.64** 
Predictability of the results of marketing  .65 8.47** 
Cultural Similarity 
(α =.89, AVE=.84) 
New measure based on Swift’s  
(1999) and Sim & Ali’s (1998)  
Studies 
Similarity of the styles of greeting  .77 11.03** 
Similar business practices  .70 13.80** 
Similar business negotiations style .84 12.73** 
Similarity of standards of ethics and morals  .81 13.10** 
Similarity of the uses of contracts and agreements  .80 13.61** 
Trust 
(α =.92, AVE=.91) 
 
Adapted measure from Coote et al. 
(2003), Mavondo & Rodrigo’s  
(2001)  studies 
Honesty .92 14.55** 
Truthfulness .85 17.60** 
Reliability  .84 14.55** 
Openness a - - 
Integrity  .84 13.63** 
Monitoring of the supplier a - - 
Importer Commitmen  
(α =.83, AVE=.78) 
 
Adapted measure from Zineldin & 
Jonsson (2000) and Skarmeas et 
 al.’s  (2002) studies 
Helping attitude a - - 
Nature of responding to the help .55 7.62** 
Future purchasing trend .68 10.52** 
Trend of continuing/maintaining working .83 14.62** 
Intentions to develop and strengthen relationship .88 15.22** 
Relationship requirements a - - 
Satisfaction with the relationship cooperation .64 8.65** 
Importer Performanc  
(α =.94,. AVE=87) 
Adapted measure Skarmeas et al.’s  
(2002) study 
Productiveness .90 16.87** 
Worthwhile .93 17.66** 
Effectiveness .90 16.35** 
Rewarding .86 14.70** 
Fit Statistics: CMIN/DF= 1.99; RMSEA=.071; IFI=.91; TLI=.90; CFI=.91 
α =Cronbach Alpha  
AVE= Average Variance Extracted 
a Items are excluded from the measures 
* Standardized Estimate 
**p= .001 
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Table 2: Means, Standard Deviations and Correlations  
 
 Mean Std. Deviation 1 2 3 4 5 6 7 
1. CMT 5.7 .92 1.00  .57**  .47**  .48** -.25** -.34**  .74** 
2. COM 5.3 1.27  .57** 1.00  .38**  .47** -.18* -.29**  .55** 
3. TR 6.0 .87  .47**  .38** 1.00  .62** -.60** -.32**  .67** 
4. CUL 5.6 1.12  .48**  .47**  .62** 1.00 -.42** -.31**  .61** 
5. OP 2.5 1.30 -.25** -.18* -.60** -.42** 1.00  .06 -.46** 
6. EV 3.1 .95 -.34** -.29** -.32** -.31**  .06 1.00 -.39** 
7. IMP 5.8 1.04  .74**  .55**  .67**  .61** -.46** -.39** 1.00 
CMT=Commitment; COM=Communication; TR=Trust; CUL=Cultural Similarity; OP=Opportunism; EV=Environmental Volatility; 
IMP =Importer Performance 
 
**correlation is significant at the 0.01 level 
*correlation is significant at the 0.05 level 
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Table 3: Results of Hypotheses Testing 
Hypotheses Path directions St Estimate  CR P Result  
H1 TR  IMP  .46   7.12 *** Supported 
H2 CMT  IMP  .91   7.38 *** Supported 
H3 OP  TR -.35  -6.10 *** Supported 
H4 OP  CMT -.11  -2.18 .029** Supported 
H5 CUL  TR  .34   5.18 *** Supported 
H6 CUL  CMT  .13   1.92 .055* Supported 
H7 EV  TR -.07  -1.06 .291 Not Supported 
H8 EV  CMT -.12  -2.81 *** Supported 
H9 COM  CMT  .21   4.16 *** Supported 
Results significant at ***p= .01; **p= .05;*p= .10 levels 
 
 
 
 
